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Abstract

This research aimed to (1) analyze the level of digital marketing strategy implementation and brand awareness,
(2) examine the influence of each type of digital marketing strategy on brand awareness, and (3) prioritize strategies and
provide appropriate recommendations. A mixed-methods approach was employed, consisting of in-depth interviews
with 15 executives and online questionnaires from two sample groups: 200 marketing executives from smart warehouse
businesses and 200 decision-makers from target customer businesses, totaling 400 respondents. Qualitative data were
analyzed using content analysis, while quantitative data were analyzed using descriptive statistics, correlation analysis,
and multiple regression analysis. The findings revealed that smart warehouse businesses implemented digital marketing
strategies at a high overall level, with social media marketing being the most frequently used, whereas brand awareness
among target customers was only at a moderate level, indicating a gsap between the extent of marketing investment

and its actual perception among customers. All four strategies social media marketing, search engine marketing, content
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marketing, and influencer marketing were positively and significantly associated with brand awareness. Among them,
content marketing showed the strongest relative influence, followed by social media marketing, search engine marketing,
and influencer marketing, respectively. The four variables collectively explained 74.3% of the variance in brand
awareness. Qualitative findings from executive interviews supported this pattern, indicating that the key obstacle was
customers perceiving warehouse services as an operational cost rather than a value-added partner; content that
demonstrated concrete, evidence-based results was therefore seen as the most credible communication approach,
while influencer marketing had limited effect on decision-making in this B2B context. This research recommends that
operators should prioritize the creation of valuable and credible content as their primary strategy, complemented by
social media marketing to expand reach.

Keywords: Digital Marketing Strategies, Brand Awareness, Smart Warehouse
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31NA1597 3 wudrdwUsAunndliauduiusigauInAunssuiwusuaeg1elied Ay eadian

s¥AU 0.01 lngnisnanailenianselinnuduiusage (r = 0.634) sesasnaen1snainuudediauesulal

(r = 0.578) NNSAANMEIUATBILDAWM (r = 0.512) KATAITAAIAKIUBNTNEG (r = 0.445) MUAIRY

a4l 4 wams%Lﬂswﬁmimaaswnqmamaqwémsmmmﬁ% “’asiams%’uil,wﬁuﬁ
fans B Std. Error B t Sig. Tolerance VIF
Aaait 0.824 0.245 - 3363 0.001 - -
msnanuFedaueeulay 0.312 0.068 0.298 4.588 0.000 0.742 1.348
mMsmanEnuASeaiiefum 0.198 0.072 0.187 2.750 0.006 0.715 1.399
MsmanALieans 0.438 0.065 0.412 6.738 0.000 0.689 1.451
NTAAIANIUDNEWA 0.165 0.068 0.156 2426 0.016 0.801 1.248

R =0.862 R? = 0.743 Adjusted R? = 0.738 SEE = 0.412 F = 98.567 Sig. = 0.000
wUBLe: p < 0.05, p < 0.01, p < 0.001
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aAus8ma (Discussion)
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A3 9U0AUNT N1IAAIALLBMIATE UAEN1TAAIAKIUENTHA TENTNALTIUINABNITTUTUUTUAYDITIAD

135



NIATUTINTIUNNTINMALEIAN Journal of Business and Society Innovation) U1 3 adufl 8 waunAL-danax 2569

AdsAUAIE9R3 BrRYNTBdAYN1NEDs FedanndeeiuIUITEURY Dwivedi et al. (2021) waz Hsiao et al.
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